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Executive Summary

For generations, America’s standing in the
world has been a source of strength, security,
prosperity, and legitimacy. That standing is now
in peril, according to a wide range of studies that
span the political spectrum. Americas tarnished
international reputation carries a price. Whether
the United States seeks to draw more allied troops
to Afghanistan, win votes in international organi-
zations, or undermine support for terrorists, anti-
American attitudes obstruct the achievement of
national interests. Winning support is harder; our
enemies’ missions are easier.

Though America increasingly must engage, per-
suade, and attract the cooperation of foreign
publics in order to achieve national interests, our
country must do so in a world that has changed
markedly since our public diplomacy institutions
were created. Public opinion holds more sway
than any previous time in history. Information
and communication technologies are cheap and
ubiquitous. A dense network of private compa-
nies, non-governmental organizations, and social
movements exert ever more influence relative to
governments. Vicious ideologies sustain violence
that puts Americans and our allies in jeopardy
both at home and around the globe. In this en-
vironment, our country needs new strategies,
stronger institutions, and innovative methods.

There is cause for optimism. Our government is
built on sound and appealing principles that are
widely admired even when our policies are not.
We have risen to challenges before, through adap-
tation, ingenuity, and effort. Our nation has abun-
dant assets. American businesses, universities,
media, philanthropy, and technologies touch ev-
ery part of the world. We lead the world in inno-
vation, communication, education, and research.
Our civil servants are capable and dedicated.

Americans themselves are talented and compas-
sionate. America, in short, is well equipped to
meet the complex challenges of today and the fu-
ture. But to do so, we must rediscover and mar-
shal existing strengths, both inside and outside
our government.

This report presents concrete steps to strengthen
America’s efforts to engage, persuade, and attract
the support of foreign publics. As part of a com-
prehensive plan to enhance our government’s pub-
lic diplomacy, it urges the creation of a nimble and
entrepreneurial new non-profit organization, the
USA=World Trust, to complement and support
U.S. government efforts. The USA=World Trust
will draw on the enormous goodwill, creativity,
knowledge, and talent of the American people and
likeminded partners overseas to

* present a more accurate and nuanced vision
of America to counterbalance the one-sided
views sometimes promulgated by popular
culture and foreign media

e contribute to an environment of mutual trust,
respect, and understanding in which cooper-
ation is more feasible

* promote shared values and their champions

* inform and support our governments pub-
lic diplomacy efforts through the sharing of
knowledge regarding communication, public
opinion, foreign cultures, and technology.

To do this, the USA=World Trust will engage in
five sets of activities. First, it will conduct research
and analysis, drawing on the knowledge of experts
and conveyed in a form useful to public diploma-
cy practitioners. Second, it will tap the vast poten-
tial of the private sector and engage companies,
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non-governmental organizations, universities,
and others to work on innovative new initiatives.
Third, it will provide grants and venture capital
to endeavors that advance the USA=World Trust’s
objectives. Fourth, it will identify, cultivate, and
experiment with new technologies and media
products that support U.S. public diplomacy and
strategic communication. Fifth, it will bring to-
gether practitioners from the U.S. government,
scholars, and talented visitors from the private
and non-profit sectors to address public diploma-
cy and strategic communication challenges. In all
these efforts, the Trust will engage new voices and
talent, serve as a resource to government and pri-
vate groups that wish to improve America’s image,
strengthen America’s relations with foreign popu-
lations, and combat anti-American ideologies.

Interviews with hundreds of experts emphasized
that this new organization will not fulfill its po-
tential if it is not part of a comprehensive effort to
strengthen our government’s efforts to engage the
world. Thus, this report also recommends

» an intensified commitment to public diplo-
macy and strategic communication, at all
stages of policy making and at all levels of
government

» amajor new investment in public diplomacy
and strategic communication

> strong leadership, clear lines of authority,
and stronger mechanisms to ensure coordi-
nation between government agencies

» expanded capacity for public diplomacy with-
in the State Department, including the cre-
ation of interagency “hubs” for public diplo-
macy and strategic communication in major
world regions; deputy assistant secretaries for

public diplomacy in every regional and most
functional bureaus of the State Department;
more and better trained staff, especially for-
eign service officers in the field; more training
and educational opportunities for public di-
plomacy professionals; and programs to draw
outside experts into government

» streamlined policies to facilitate government
partnerships with the private sector

» a review of international broadcasting strat-
egy and operations

> a frank discussion of how covert informa-
tion operations should fit into our govern-
ment’s national security and public diplo-
macy strategy

» policies and practices that more effectively
balance security and engagement at our bor-
ders, in immigration and visa policies, and
at our embassies overseas.

At this moment in history, America has the oppor-
tunity to build the capabilities it needs now and
for the future. This report recommends practical
steps to achieve that goal. These recommenda-
tions will not resolve America’s public diplomacy
challenges once and for all. However, they repre-
sent a first and hopefully important step towards
building stronger relations with foreign societies
in order to serve American interests.

The underlying philosophy of these recommenda-
tions is that Americans themselves are our great-
est national asset. Educating, engaging and em-
powering our own citizens at home and abroad,
will do much to underscore the diligent efforts of
our government, regain a climate of mutual trust
and respect, and rebuild America’s image in the
eyes of the world.
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Introduction

The Internet was a brilliant and bold solution to a national security threat. A re-
searcher named Paul Baran proposed a defense that would protect America’s com-
munication system from a Soviet attack. He recognized the vulnerability inherent
in centralization and advocated a distributed network with multiple connections
between nodes. If one node in the mesh-like web failed, other links between them
would survive, even thrive, unperturbed.

Though Baran was born in Poland, his solution was quintessentially American. It
reflected our most fundamental principles of political and economic organization:
that decentralized institutions that empower individuals are more efficient, more
adaptive, more innovative, less vulnerable to disruption, and ultimately stronger.
Individual components may err or falter, but the sum of good connections over-
whelms those that fail.

The spirit of Baran’s vision is worth remembering today as we contemplate how

America engages the world.

his report examines America’s ability to en-

gage, persuade, and attract the cooperation
of foreign publics. It recommends strengthening
existing capabilities, in ways that recognize the
complex global environment we face now and the
evolving threats we must face in the future. It also
presents a vision for the future and concrete steps
to achieve it. These recommendations draw on
extensive research and analysis as well as conver-
sations with hundreds of experts and practitio-
ners from government, private companies, non-
governmental organizations, and academia.

What our government does—not what our govern-
ment says—has the most significant impact on per-
ceptions of America around the world. That is true
now and will be so in the future. To protect Amer-
ica’s moral authority, as well as the trust and even
power that authority conveys, our policies should
be in line with our highest ideals. They must also

be constructed to advance U.S. interests, taking into
account the full range of costs and benefits, includ-
ing foreign public opinion and its implications.

“Anti-Americanism is endangering our national
security and compromising the effectiveness
of our diplomacy. Not only is the United States

at increased risk of direct attack from those
who hate it most, but it is also becoming more
difficult for America to realize its long-term

aspirations as it loses friends and influence.”

—Independent Task Force on Public Diplomacy Sponsored by
the Council on Foreign Relations,
Finding America’s Voice: A Strategy for Reinvigorating
U.S. Public Diplomacy, 2003

What we say, and how we say it, matters as well.
To speak with influence, our government must
have a powerful, unified, and persuasive voice,
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based on principle, policies that advance U.S. in-
terests, and an understanding of how our voice
will be heard by the world. It is a voice with the
authority, conveyed by the people, to speak for
America as a whole.

But our government is not the only voice of Amer-
ica—and as a nation we cherish that. We are home
to business people, scientists, artists, professors,
missionaries, musicians, aid workers, soldiers, stu-
dents, and diplomats who touch the lives of foreign
citizens every day. We are home to Hollywood and
the Gates Foundation, Camp Lejeune and the Peace
Corps, Silicon Valley and McDonalds, NASA and
the New York Philharmonic, Wall Street and the
NBA. These are forces that carry influence far be-
yond our shores in a multitude of ways.

“Our shared values are essential because
they link America to the world. The belief that
American values are universal values—that
all men and women are created equal, that
all are entitled to life, liberty and the pursuit
of happiness, regardless of race, creed, or
nationality—connects us

to other nations.”

—Anne-Marie Slaughter,
The Idea That Is America: Keeping Faith
With Our Values in a Dangerous World, 2007

Our effort to advance national interests will be most
successful if it embraces this diversity, advancing
the whole by empowering the many. This is in line
with our history and our culture. Unlike so many
other nations, America has embraced decentral-
ized approaches to higher education, culture, and
economic competitiveness and in the process cre-
ated the finest universities, most creative arts and
entertainment, and the most innovative businesses
in the world. Accordingly, this report recommends
investing in the initiative of these institutions,
which will carry America’s values around the globe
and construct strong relationships with foreign
peoples, built on dignity, respect, and trust.

The core mission of this study is to evaluate calls
for a new independent, public-private organiza-
tion to strengthen Americas relations with for-
eign societies. It does so below and offers a busi-
ness plan for a new organization that fills a gap in
our national public diplomacy strategy.

However, it is impossible to do this effectively
without considering how such an organization
would fit into a broader U.S. strategy. A new orga-
nization should not be construed as a magic bul-
let that will address all of America’s public diplo-
macy challenges. Thus, this study also advocates
key changes within current government agencies
to strengthen U.S. public diplomacy.

This study does not call for two things. First, it
does not endorse calls for a new cabinet-level
government agency to conduct public diploma-
cy. Though some now regret the demise of the
United States Information Agency (USIA) and we
might be pleased with that organization if it ex-
isted today, we should not simply recreate it now.
Creating a large new bureaucracy would absorb
our energy and resources, diverting them from
the crucial mission of engaging foreign publics.
It would also create competition and overlapping
authorities between agencies, which already exist
in sufficient number. Instead, we should view the
absence of USIA as an opportunity to ask what
capabilities our nation will need for the next fifty
years and what institutions should house them.

Second, this report calls for relatively little orga-
nizational change within existing government
structures, choosing instead to focus on bolster-
ing existing government agencies and giving them
the chance to work. Our country knows from
experience how much energy organizational restruc-
turing can take, how long it takes for organizational
cultures to evolve, and how much attention they can
sap. We do not need that now. Not all organization-
al restructurings are ill-advised; many are extremely
valuable. But benefits must be weighed against costs
and, at this moment, the costs are too high.
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“Many of the tools that promote change
are not in the hands of government. The
dynamic dimensions of life today are largely
in the private sector, not in the government.
Nongovernmental organizations, private
foundations, businesses, universities, and
citizens undertake innovative and exciting
activities every day that boost the power and
attractiveness of the American model.”

—CSIS Commission on Smart Power: A smarter,
more secure America, 2007

There is remarkable consensus on the need to
strengthen U.S. public diplomacy, from across
the political spectrum, across the federal govern-
ment, and across American society. The inter-
views conducted for this study uncovered calls for
reform from conservative and liberal think tanks,
the business community, academia, the Congress,

cultural institutions, and non-profit organiza-
tions. These voices for reform cut across demo-
graphic groups and party boundaries.

The changes advocated in this report will aid our
nations fight against terrorists and their vicious
ideologies. Yet this fight is not our only challenge.
We also must build international coalitions to ad-
dress climate change, confront nuclear prolifera-
tion, encourage the wavering to choose democ-
racy and freedom, and condemn the territorial
invasion of the weak by the strong. Failures of
imagination have left us unprepared for threats in
the past; we should not make that mistake again.

Tomorrow’s challenges will differ from those
of the past, but the methods we should use are
tried: strong and wise government by and for the
people, that harnesses the ingenuity and effort of
Americans, and unleashes the unique vision of
opportunity and hope that is America’s gift to the
world.
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The World America Faces

merica benefits when the global environment

is conducive to advancing U.S. national in-
terests. That is not the environment we face now.
According to 2008 polls by the BBC and the Uni-
versity of Maryland’s Program for International
Policy Attitudes,

» Publics in 23 countries view America’s influ-
ence in the world more negatively than the
influence of North Korea.!

» Citizens in closely allied countries believe that
Americas influence in the world is mainly
negative (62% in Canada, 72% in Germany,
58% in Australia, and 53% in Great Britain).?

> Citizens of a NATO ally (64% of Turks) view
the United States as the greatest threat to
their country in the future.?

> Only 9% of Egyptians, 12% of Pakistanis,
19% of Moroccans, and 23% of Indonesians
believe the primary goal of the U.S. war on
terror is to protect the United States from
terrorist attacks and not to militarily domi-
nate the Middle East or weaken and divide
the Islamic religion and its people.*

“The perfect battle is the one you

do not have to fight.”
—Sun Tzu, The Art of War

Atleastin part, these attitudes reflect foreign opin-
ions regarding recent American policies: the Iraq
War, the treatment of prisoners at Guantanamo
Bay, the U.S. position on climate change, and oth-
ers. Some of these policies may change with the
entry of a new presidential administration. Other
American policies and characteristics are likely to
remain unpopular overseas.

“Achieving our interests is far easier if we do
not have to buck a tide of anti-Americanism in

addition to considered policy opposition.”

—Advisory Group on Public Diplomacy for the Arab and
Muslim World, Changing Minds, Winning Peace: A New Strategic
Direction for U.S. Public Diplomacy in the
Arab and Muslim World, 2003

America should not change its policies because of
foreign opinion. We do not elect our leaders to
win popularity contests overseas. But that does not
mean that foreign opinions do not affect America.
Understanding, engaging, and shaping foreign
opinion is therefore relevant, regardless of what
policy choices our country ultimately makes.

There are positive trends as well. In some parts of
the world, especially Africa but also in Peru, Po-
land, and Japan, support for America is strong.
Globally, there is growing support for values
Americans cherish: racial equality and equal

! See “Global Views of USA Improve” BBC World Service Poll (April 1, 2008), available at <http://www.worldpublicopinion.org/pipa/pdf/apr08/

BBCEvals_Apr08_rpt.pdf>.

2 See “Global Views of USA Improve” BBC World Service Poll (April 1, 2008), available at <http://www.worldpublicopinion.org/pipa/pdf/apr08/

BBCEvals_Apr08_rpt.pdf>.

* See “Why Turks Feel Threatened by the U.S” BBC and World Public Opinion.Org (September 5, 2007) <http://www.worldpublicopinion.org/pipa/

articles/brmiddleeastnafricara/393.php?lb=brme&pnt=393&nid=&id=>.

* “Muslim Public Opinion on U.S. Policy, Attacks on Civilians and al Qaeda” from April 24, 2007 <http://www.worldpublicopinion.org/pipa/pdf/apr07/

START_Apr07_rpt.pdf>.
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rights for women, freedom of expression on the
Internet, and governments that reflect the will of
their people.” Elements of American society such
as science and innovation, higher education, and
business practices remain widely admired even
where our policies are not.® At the same time,
public support for suicide bombing and Osama
bin Laden has dropped.”

“Our national security strategy depends upon
securing the cooperation of other nations,
which will depend heavily on the extent
to which our efforts abroad are viewed as
legitimate by their publics. The solution is not
to be found in some slick PR campaign or by
trying to out-propagandize al-Qaeda,
but rather through the steady accumulation
of actions and results that build trust and
credibility over time.”

—Secretary of Defense Robert Gates,
Remarks to the 2008 U.S. Global Leadership
Campaign Tribute Dinner, July 15, 2008

Overall, however, the international environment
is currently not conducive to promoting Ameri-
can interests. When the United States is not just
disliked but also distrusted, when not just our
policies but our moral authority is questioned, it
is politically difficult for foreign leaders to sup-
port U.S. policies and potentially popular to block
them. The views of foreign populations matter.
Like it or not, the United States needs the sup-
port of its friends and allies, and sometimes even
its enemies. Whether the United States would
like to build international support for stronger
sanctions against Iran’s nuclear program, revive
international trade negotiations, isolate countries

that deny their citizens’ human rights, prevent the
spread of pandemic influenza, place missile sys-
tems in Eastern Europe or a military command in
Africa, convince allies to send troops to Afghani-
stan, promote the sustainable use of forests and
fisheries, or undermine support for terrorist net-
works, public backing makes success more likely.
The current environment also helps our enemies,
by creating larger numbers willing to aid, applaud,
or acquiesce in their actions.

To advance American interests, defend against
threats, and build the kind of international sys-
tem our nation would like to inhabit in the future,
the United States needs to rebuild its relations not
just with foreign governments but also with their
people. Engaging foreign opinion has always been
important but it is increasingly important for four
reasons.

“Since 1974, more than 90 countries have
made transitions to democracy, and by the turn
of the century approximately 60 percent of the
world’s independent states were democratic.”

- Larry Diamond, “Democracy in Retreat,”
Foreign Affairs 2008

1) The spread of democracy has changed the
global political calculus. Though democracy
is now faltering in some countries, the num-
ber of democracies has nonetheless doubled
since 1974. In democracies, leaders suffer
domestic political costs—a loss of power or
authority—based on how well citizens think
leaders have protected the country’s interests.
For the United States to attract the support of
foreign governments, therefore, foreign pub-
lics must accept or at least acquiesce. If such

* See recent polls on these topics at World Public Opinion.Org: <http://www.worldpublicopinion.org/pipa/articles/brglobalmultiregionra/index.

php?nid=&id=&Ib=brglm>.

¢ See Rising Environmental Concern in 47-Nation Survey: Global Unease with Major Powers (Washington DC: Pew Global Attitudes Project,

June 27, 2007).

7 See A Rising Tide Lifts Mood in the Developing World: Sharp Decline in Support for Suicide Bombing in Muslim Countries (Washington DC: Pew Global

Attitudes Project, July 24, 2007).
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cooperation is politically poisonous for dem-
ocratically elected leaders, attracting support
will be difficult even when interests align. Of
note, authoritarian regimes are also sensitive
to public opinion, even as they try to limit its
influence. These regimes know that publics
have more latent power to mobilize opposi-
tion than ever before due to unprecedented
access to information and the ability to dis-
seminate it cheaply and widely.

2) Today’s most pressing challenges transcend

boundaries and cannot be addressed alone.
Climate change, infectious disease, inter-
national terrorist networks, reforming in-
ternational institutions, and the trafficking
of goods and people are issues that require
the active cooperation of others: allies, inter-
national organizations, private companies,
non-governmental organizations, competi-
tors, and even enemies. Progress on these
issues requires a climate in which such col-
laboration is possible.

3) Ideas and ideologies themselves are central

to current security threats. As in the Cold
War, the ability to win support for a political
ideal, attack competing visions, and under-
mine the people and networks holding those
competing visions, is necessary for success.
Terrorists and insurgents depend on deep
networks of support that may not require any
violent or even illegal acts. Success in con-
fronting these groups requires countering
repugnant ideologies and presenting a more
appealing vision of the future.

“We cannot kill our way to victory.”

—General David Petraeus, quoted in
The Washington Post, September 14, 2008

4) Many current security threats cannot be con-

fronted effectively with military force alone.
Force is and will remain an essential element

of statecraft. Nonetheless, when threats are
diffuse and asymmetric, when force actually
mobilizes support for enemies and thereby
strengthens them, states must find additional
ways to address national security challenges.
Public diplomacy and strategic communica-
tion are valuable instruments that expand the
range of options available to leaders.

To advance our national interests in this envi-
ronment, America should redouble its efforts to
engage, persuade, and lead with the power of an
appealing vision. Traditional diplomacy, the en-
gagement of foreign governments, will always be
critical. But it must be bolstered by a comprehen-
sive effort to engage publics.

“Groups and individuals have been
empowered, and hierarchy, centralization, and
control are being undermined . .. Power is
shifting away from nation-states,

up, down and sideways.”
—Fareed Zakaria, The Post-American World, 2008

The way we engage foreign publics should change
to reflect a changing world. After all, the world
America faces today is far different that the one our
country faced when our major public diplomacy
institutions were built. Information and communi-
cation technologies are changing not just the way
people communicate, but also the way they think
and behave. Power is diffusing to new and newly
empowered global actors: states, transnational
networks, multinational companies, non-govern-
mental organizations, and individuals. America
needs to adapt, and continue adapting.

The information and communications revolution
created a world in which images and information
fly around the world—regardless of their truth or
fairness. These new technologies can spread un-
derstanding and mobilize publics for peaceful
ends. For instance, three individuals used Face-
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book to mobilize 1 million people in Colombia,
and activists in several other countries, to march
in protest against the tactics of the guerilla group
known as the FARC. These same technologies can
spread violence and hatred, as demonstrated by
Al-Qaeda and its disciples.

A key characteristic of the new information and
communication technologies is that they grant
individuals the power to mobilize global support
for their missions. Individuals can now garner
support, recruit fighters, raise money, and build
social movements—from almost anywhere at any
time and at a very low cost. This power is avail-
able to a staggering number: more than one bil-
lion people now use the Internet, YouTube now
serves over 100 million videos per day, and an
estimated 184 million bloggers post their opin-
ions. These individuals are not just from the West.
Egypt has more Facebook users than all but two
other countries.®

In this information-rich environment, discrete
events can have major strategic implications as
they are viewed, circulated, and portrayed as evi-
dence that supports narratives espoused by partic-
ular groups. Shocking photos of Iraqis demeaned
and tortured by American soldiers in Iraq’s Abu
Ghraib prison lent support to anti-American per-
spectives and called pro-American voices into
question. Images both enhance and detract from
power. Consequently, states must actively manage
their images and persuade foreign elites and pub-
lics that America’s vision deserves their support.

However, we should not forget that 21st centu-
ry technologies coexist with technologies of an

earlier era, fragmenting audiences and complicat-
ing efforts to reach them. About one third of the
world’s population still does not have telephones,
but the number of Internet users in China recent-
ly surpassed the number of users in the United
States. Newspapers are struggling in North Amer-
ica but thriving in India. In Africa, there are 23
radios for every hundred people. In the Middle
East and North Africa, some 175 million people
watch satellite television every day.’

New global powers are rising. These powers in-
clude states like China, India, and Brazil; coali-
tions of states like the European Union; and a
re-emerged and aggressive Russia. They include
global media giants like Al Jazeera and CNN,
which alone reaches 2 billion people in more than
200 countries. Non-governmental organizations
number in the tens of thousands and exert pow-
erful influence over governments, international
organizations, and global affairs. Multinational
companies span the globe, with enormous global
impact. More than 5 billion people outside the
United States and Canada paid to see Hollywood
movies last year alone and the global workforce
of the Coca-Cola Company is three times that of
the U.S. State Department.’ The value of private
American philanthropy now exceeds official for-
eign assistance, with annual grants of the Gates
Foundation surpassing the gross domestic prod-
uct of many developing countries. Loose terror-
ist networks count themselves among the greatest
threats to the world’s most powerful states.

The existence of transnational actors is not new,
but their influence has reached unprecedented lev-
els vis-a-vis the power of national governments.

8 Kanupriya Tewari “Facebook Faceoff,” OpenNet Initiative (July 21, 2008), see <http://opennet.net/blog/2008/07/facebook-faceoft>.

° See “World Internet Usage and Population Statistics,” Internet World Stats at <http://www.internetworldstats.com/stats.htm)>; Rob Hof, “YouTube:
100 Million Videos a Day,” Business Week (July 14, 2006); “Power to the People: Social Media Tracker Wave 3,” Universal McCann Comparative Study on
Social Media (March 2008) <http://www.universalmccann.com/assets/2413%20-%20Wave%203%20complete%20document%20AW %20
3_20080418124523.pdf)>; Pascal G. Zachary “Why Jobs Aren’t Going to Africa,” GhanaWeb (April 27, 2004), <http://www.ghanaweb.com/
GhanaHomePage/features/artikel.php?ID=56714)>; “An Uncensored Satellite Television Message to Homes in the Middle East,” panel discussion at
The Heritage Foundation, Washington DC, (March 27, 2007), <www.heritage.org/press/events/ev032707a.cfm>.

10 Viewer numbers and demographics for these companies can be found at CNN’s website <http://www.cnnasiapacific.com/factsheets/?catiD=9> and the
Allied Media Corp website <http://allied-media.com/aljazeera/JAZdemog.html>. World box office data is from the Motion Picture Association’s “MPA
2007 International Theatrical Snapshot” <http://www.mpaa.org/International%20Theatrical%20Snapshot.pdf>.
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2007 Annual Budget Employees Global Presence
Department of State $10.2 billion 28,000 over 180 countries
Coca-Cola $28.9 hillion 90,500 over 200 countries
Citigroup $81.7 billion 275,000 over 100 countries

As a result, official engagement with foreign so-
cieties is now dwarfed by private engagement, es-
pecially the movement of people, capital, goods,
services, culture, and images. Barring a major
economic depression or global pandemic, this
trend is likely to continue.

“Globalization and the information revolution
are empowering decentralized networks that
challenge state-centered hierarchies.. . power
comes not only from the ability to field armies,
but also from the capacity to coordinate
diffuse actors.”

—Jamie Metzl, “Network Diplomacy;” Georgetown
Journal of International Affairs, 2001

These conditions are reshaping the global land-
scape in ways that challenge American policies
and practices. America must now communicate
with an incredible diversity of audiences, in new
ways, in the midst of an information tempest.
The 21st century is not an age of information

scarcity. America must compete for attention
and credibility.

America can adapt and, in fact, the world is
changing in ways that should play to our coun-
try’s strengths. We have the most flexible, most
competitive, most creative economy in the world
and are global leaders in communication and in-
novation. As a nation, we are skillful, well-educat-
ed, and entrepreneurial. While we build on our
own strengths, our enemies may weaken. Some
argue, for instance, that Al-Qaeda’s quick adapta-
tion to new technologies is not extending to the
next generation of communications. We should
prepare for the future regardless.

To communicate effectively in this new envi-
ronment, America needs to reform in ways that
strengthen the voice of government, empower
our own people, engage the like-minded around
the world, and use new media and technologies in
agile and innovative ways. This report will explain
how to do this, concretely and specifically.

! All information for the Department of State can be found in its Financial Report for Fiscal Year 2007 <http://www.state.gov/documents/
organization/97358.pdf>. The Coca-Cola 2007 Annual Review lists budget information <http://www.thecoca-colacompany.com/investors/pdfs/2007_
annual_review/Coke_ARO07_Financial_Data.pdf>, while employee statistics are on the company website <http://www.thecoca-colacompany.com/
ourcompany/meet_our_people.html>. Citigroup’s budget can be found in its 2007 Annual Report <http://www.citigroup.com/citigroup/fin/data/
ar07c_en.pdf>, while information about its employees is found on the company website <http://www.citigroup.com/citigroup/corporate/history/

citigroup.htm>.
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The Role of U.S. Public Diplomacy

merica, and by extension Americans, will ben-

efit from regaining the moral high ground and
pursuing a policy of hard-headed engagement
with the world. To do this, we should imagine a
new vision of America and how we want others to
perceive it. In this vision,

* America once again will be seen as a city on a
hill that stands for opportunity and freedom
not just for Americans, but for the world.

¢ This vision of America will be reinvented for
a new generation of young people around the
world.

* Qur actions will be, and be perceived to be, in
line with our highest ideals.

* The appeal of our enemies and ideological
competitors will wither.

* Nations will cooperate willingly with the
United States when they share interests and,
when they disagree, will nonetheless respect
the legitimacy of policies derived through
democratic decision-making and based on
legitimate principles.

Within these boundaries, however, our own his-
tory teaches that there is substantial room for
cooperation, even inspiration. Americans can
move foreign opinion, through what we say and
do, how we engage the world, and how we rise to
meet circumstance.

How we engage the world is the function of pub-
lic diplomacy—defined as the promotion of na-
tional interests through efforts to inform, engage,
and influence foreign publics—and it has become
increasingly important. The world is evolving in
ways that increase the utility of public diplomacy
as an instrument of statecraft and limit the effec-
tiveness of other tools. Yet, public diplomacy is
also undervalued, underused, and poorly under-
stood.

Using public diplomacy to its full poten-
tial is not an easy task and, indeed, most oth-
er major nations are now grappling with this
challenge. However, the unique nature of the
United States equips us better than any other na-
tion to use public diplomacy well. Embracing that
potential should be among our highest foreign
policy objectives.

“To win the war of ideas, the United States must
clearly recognize the importance of America’s
voice and good standing as elements of its
power and influence in the world.”

—Brookings Institution scholars Hady Amr and Peter Singer,
“To Win the ‘War on Terror; We Must First Win the ‘War of
Ideas: Here’s How;” The Annals of the American Academy of

Political and Social Science, 2008

This vision does not ignore the long history of
anti-Americanism or its many forms, which are
unlikely to vanish. Nor does it forget that power
breeds resentment, a fate of all world powers.

“Some things that were true before 9/11 are
still true today. Among them are that the United
States, for all our power, cannot be secure in a

world that does not trust us and that resents

and resists our leadership; that the United
States, as any state, needs friends and allies;
and that the United States cannot be effective in,
much less lead, a world that it neither listens to
nor understands.”

— NAFSA Association of International Educators, International
Education: The Neglected Dimension of Public Diplomacy, 2008
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When considering public diplomacy, it is use-
ful to appreciate what public diplomacy can and
cannot accomplish. Public diplomacy can be used to
accomplish five strategic objectives:

1. informing, engaging, and persuading foreign
publics in support of specific policies

2. promoting understanding of America, its
institutions, values, and people in all their
complexity in order to, at a minimum, help
publics to put information about the United
States in proper context and—more ambi-
tiously—enhance our nation’s appeal

3. creating a climate of mutual understanding,
respect, and trust in which cooperation is
more feasible

4. encouraging support for shared values
—whether environmental protection, the
rule of law, support for free markets, or the
illegitimacy of suicide bombing—that sup-
port American interests

5. strengthening the dense network of personal
relationships between current and future
societal leaders, opening channels of com-
munication that can reduce conflict and
confusion, creating opportunities for col-
laboration, and facilitating the achievement
of common goals.

As a necessary part of achieving these objectives,
it is essential to understand foreign societies, cul-
tures, economies, institutions, politics, communi-
cation networks, and values. Building, maintain-
ing, and accessing this knowledge efficiently is a
substantial undertaking in itself.

Government agencies are well suited to accomplish
some of these objectives and ill suited for others.
Policy advocacy, the first objective above, is pri-
marily the purview of government. Government
and civil society organizations—each with their
own strengths and weaknesses, each holding more
appeal with some audiences than with others—can

effectively address the rest. Accomplishing these
goals requires operating on different time horizons.
Some are short-term goals and some are long-term
goals; we need the organizational capacity to pur-
sue both simultaneously and the ability to resist
short-term needs trumping long-term strategies.
Accomplishing these goals also requires a broad
range of public diplomacy instruments: media re-
lations and speeches, town halls and cross-cultural
dialogues, exchange programs and broadcasting,
cultural diplomacy and science diplomacy, web
pages and leaflets, and countless others. This re-
port recommends steps to strengthen the U.S. gov-
ernments ability to mobilize the private sector and
civil society, in the United States and overseas, to
accomplish the full range of these objectives to the
best of our national abilities.

“National needs require a proactive and
durable means to engage and influence the
attitudes and behavior of global publics on a
broad range of consequential issues.”

— Defense Science Board Task Force on Strategic
Communication, Strategic Communication, January 2008

Within our government, there are many actors
in public diplomacy. The President and Vice
President are the most visible individual agents
of American influence. The State Department,
with its many constituent bureaus and network of
embassies, is now the lead agency in public diplo-
macy. The Department of Defense engages in ex-
tensive public diplomacy and strategic communi-
cation activities. Its vast and increasing resources
for public diplomacy and strategic communica-
tion exceed civilian resources. The Broadcasting
Board of Governors is an independent agency
that oversees numerous U.S. government-fund-
ed broadcast services. The United States Agency
for International Development has increased its
public diplomacy and communications activi-
ties, especially efforts to promote awareness of
American aid overseas. The U.S. Congress influ-
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ences public diplomacy through its legislation,
oversight, and appropriations but also through its
Members’ overseas visits and public statements.
The Department of Homeland Security has enor-
mous influence on the experience of millions of
visitors who enter our country. Numerous other
agencies including Health and Human Services,
Commerce, Justice, Agriculture, and Labor all
have significant international activities.

The extent of our government’s reach should not
blind us to the limits of its impact. Our govern-
ment’s public diplomacy activities are, and in-
creasingly will be, only a fraction of the many im-
ages and bits of information citizens around the
world receive every day. Moreover, they are only

50 Years Ago Today'

“International diplomacy in the 21st century
will be increasingly nongovernmental in
character, due in part to the proliferation

of non-governmental organizations . . .; the

rise of charitable giving by foundations and

individuals; and the growing role of academia
and private business. The involvement of these
new actors in what had previously been the
domain of the government creates a multitude
of opportunities for innovative cooperation to
shape the world’s development.”

—Advisory Commission on Transformational Diplomacy,
A Call to Action, 2007

World Population 2.9 billion people 6.7 billion people
International Tourists Worldwide 25 million 898 million
Foreign Exchange Students in the U.S. 48,486 880,482
American Students Abroad 12,536 223,534
Foreign Direct Investment $905.3 million $2.4 trillion
U.S. Official Development Assistance $2.7 billion $23.5 billion
U.S. Private Philanthropy to Developing Countries $34.8 billion
Telephone Subscribers Worldwide 3% of population 68% of population
Maobile Phone Subscribers Worldwide 0 45% of population
Internet Users Worldwide 0 1.5 billion
Bloggers Worldwide 0 184 million
Have Watched an Online Video 0 83% internet users
MySpace Social Network Users Worldwide 0 100 million

12 For data on world population, see “Total Midyear Population for the World: 1950-2050,” a database of the U.S. Census Bureau <http://www.census.

gov/ipc/www/idb/worldpop.html>; Regarding tourists, see “Historical perspective of world tourism,” data from the United Nations World Tourism
Organization <http://unwto.org/facts/menu.html>; Regarding exchange students, see William D. Carter, ed. “Study Abroad and Educational
Development,” United Nations Educational, Scientific, and Cultural Organization (UNESCO): International Institute for Educational Planning (1973)
<http://unesdoc.unesco.org/images/0007/000770/077004eo.pdf> and Interagency Working Group on U.S. Government-Sponsored International
Exchanges and Training, FY2007 Annual Report <www.iawg.gov/rawmedia_repository/f6e27cf6_098d_4e9e_b34b_56192079¢950> and Open Doors
2007: Report on International Educational Exchange,” a report by the Institute of International Education (January, 2008) <http://opendoors.
iienetwork.org/?p=113744>; Regarding foreign direct investment, see “U.S. International Transactions Account Data,” a database of the Bureau of
Economic Analysis <http://www.bea.gov/international/xls/tablel.xls> and “U.S. Direct Investment Position Abroad,” table by the U.S. Census Bureau
<http://www.census.gov/compendia/statab/tables/08s1267.pdf>; Regarding telephone subscribers, see “Fixed and mobile telephone subscribers,
internet users and PCs,” report by the International Telecommunications Union (May 2006) <http://www.itu.int/ITU-D/ict/mdg/material/ MDGStory_
ITU.pdf>; Regarding Internet users worldwide: “World Internet Usage and Population Statistics,” a table by Internet World Stats <http://www.
internetworldstats.com/stats.htm> “Power to the People: Social Media Tracker Wave 3,” a Universal McCann Comparative Study on Social Media
Trends from March 2008 <http://www.universalmccann.com/assets/2413%20-%20Wave%203%20complete%20document%20AW %20
3_20080418124523.pdf>.
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Total Private, Official, and Remittance Flows from OECD Donor Countries and

Multinational Agencies to Developing Countries in billions of $, 1990-2006

0 ———

5 Y S NS

0 [ (S S

U.S. $ BILLIONS

0

1570

® OrriciaL FLows
Privare FLows
® Remirrance FLows

I I I I I I I
1990 91 ‘92 ‘93 94 95 96 ‘97

I I I I I I I I
‘99 2000 ‘01 ‘02 ‘03 ‘04 ‘05 ‘06

Source: Organisation for Economic Development and Co-operation (OECD), Development Co-operation Report 1990-2007; World Bank,
“Global Economic Prospects-Economic Implications of Remittances and Migration,” 2006; World Bank, Migration and Remittances, 2007,
InterAmerican Development Bank, Remittances from Spain to Latin America in 2006, 2007; InterAmerican Development Bank, Sending
Money Home, 2007; Country surveys and Balance of Payments reports, 2002-2006.

Source: The Index of Global Philanthropy, Hudson Institute 2008, p. 19. See <https://www.hudson.org/files/documents/2008%20Index%20-%20Low%20

Res.pdf>.

one part of the many ways America—through its
culture, products, services, philanthropy, people,
and media—reaches foreign publics. That does
not reduce public diplomacy’s importance; per-
haps it increases it. But we need to maintain our
perspective.

To be most influential, American public diploma-
cy should tap into and mobilize these private ac-

tors as much as possible—as advocated by count-
less recent reports. This should happen within our
current official structures, as recommended later in
this document. Nonetheless, public diplomacy will
be even more effective if it finds new ways to engage
private actors and new ways to employ technology,
media, and private sector expertise. Toward that
end, this report recommends a new public-private
organization: the USA=World Trust.
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The USA=World Trust

n the world we now face, America needs the

ability to engage foreign publics using a diverse
range of methods, a diverse range of voices, and
more speed and agility than ever before. Our
country needs to understand foreign concerns
deeply and appeal to shared interests and values
in ways that resonate both locally and globally.
Yet, our government need not meet this challenge
alone. Americans and other supporters world-
wide are ready and eager to help.

As part of a comprehensive strategy to strengthen
and re-imagine U.S. public diplomacy, a new non-
profit organization would stimulate and harness
the vast potential of the American people and
foreign partners, engage partners perceived as
trusted messengers among target audiences, fill
critical gaps that current government agencies are
not well suited to fill, and strengthen our govern-
ment by providing targeted and useful research,
analysis, technologies, and strategies drawn from
a wide range of experts in a wide range of fields.

More than ten other reports have called for some
sort of independent or semi-independent new
organization to support public diplomacy, mod-
eled on the U.S. Institute of Peace, Corporation
for Public Broadcasting, National Endowment for
Democracy, British Council, and the RAND Cor-
poration, among others (see Appendix B). This
study carefully evaluated these recommendations,
as well as whether a new bureaucracy was needed
at all. It concludes that there is a need for a new
organization, but one that fills gaps rather than
duplicates efforts, amplifies the work of others
rather than competes with them, and ultimately
strengthens government rather than diverts re-
sources from it. The value of this organization will

not come from a large number of dedicated staff,
but rather its ability to mobilize, galvanize, and
amplify the ideas and efforts of others.

The USA=World Trust should be an independent
501(c)(3) organization that serves the national
interest but is not constrained by the day-to-day
political and diplomatic operations of the United
States government. It should be an honest broker,
a credible voice that promotes sustained and pur-
poseful global engagement, a nexus for new and
even unlikely partnerships, and a center of gravity
that attracts the goodwill, creativity, and initiative
of the American people and foreign societies. It
should be a hub of creativity and experimenta-
tion; though there are many creative people in
government, large bureaucracies are not the natu-
ral habitat of innovation.

“In projecting America’s messages, we must
be especially mindful of something that every
good salesman understands—i